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INTRODUCTION 
This report presents the results of a survey of residents of Central 
Florida who are considered to be potential visitors to Morocco. The survey 
was designed, administered and analyzed by the Dick Pope Sr. Institute for 
Tourism Studies for the Government of Morocco National Tourist Office in 
Central Florida. 
This survey was designed to provide a database, for, planning, marketing 
and promotional campaigns for the Florida market. The primary objective was 
to explore the attitudes preferences and demographic profiles of potential 
visitors to foreign destinations in general and Morocco in particular. 
A. Research Objectives 
The research objectives of this survey include the following: 
1. Obtain a Central Florida demographic profile of potential and past 
travellers to foreign destinations. This database will allow the 
tracking of potential visitors to Morocco. 
2. Analyze the vacation travel behavior of potential and past travellers to 
foreign destinations. 
3. Identify some of the important factors affecting the selection of foreign 
vacation trips. 
4. Evaluate familiarity with Morocco as a foreign destination. 
5. Measure travellers' perception of Morocco as a foreign vacation 
destination. 
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6. Measure travellers' level of interest in visiting Morocco. 
7. Analyze the reading habits of potential and past visitors, in order to 
evaluate the effectiveness of printed advertising. 
8. Determine the impact of various demographic, psychographic and travel 
behavior factors on the level of interest in visiting Morocco. 
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I I. METHODOLOGY 
A. Sampling 
The population sampled consisted of adult past or potential travellers to 
foreign destinations, residing in Central Florida. Interviews were conducted 
during the weeks of May 24 to June 17, 1985. Data were collected by telephone 
interviews, using structured questionnaires. As the primary research 
objective was to interview past or potential visitors, to foreign destinations 
a further screening of sample respondents eliminated those who did not 
qualify; that is they did not take a vacation trip outside the United States 
within the last five years, did not plan a to take vacation trip outside the 
Unit~d States during the next year, or did not have a total household annual 
income of $25,000 or more. 
A total sample of 2, 114 calls were made: 127 did not qualify, 166 
refused, and the rest were "no-answer," disconnected, or business numbers 
calls. The final sample was considered reasonably representative of the 
Central Florida residents who are potential or past travellers to foreign 
destinations. A final usable sample of 123 respondents was obtained for a 
response rate of 42.5%. 
B. Questionnaire Design and Data Analysis 
Most of the questionnaire items were structured, with a single open-ended 
item used to explore additional respondents' reasons for not visiting Morocco. 
The questionnaire was designed to be completed within 10 minutes. 
Frequency distributions were generated for all questions. 
In addition, a multiple regression was conducted to determine the impact 
of respondents' demographics and psychographics on their level of interest in 
visiting Morocco. The results are shown in the Findings section of the 
report. 
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C. Limitations 
Several limitations in the research methodology are noted here. The 
sample is restricted to adults interviewed during evening hours in a single 
region of Florida. While the selection of this location is a good practical 
choice, the location may not represent the broader past or potential foreign 
visitors in Florida, that might be a potential market for Morocco. 
In addition, most questions relate to behavior intentions of the 
respondents rather than actual behavior; that is, those respondents who 
reported willingness to visit Morocco, would not necessarily translate it to 
actual behavior. 
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III. FINDINGS 
A. Demographic Profile of Adult Potential and Past travellers to Foreign 
Destinations 
1. Age of respondents. The sample data suggest that foreign travellers 
are primarily younger and middle aged adults: 63.4 percent of the sample are 
in the under-50 age group, of which over 36 percent are in the 18-34 age group 
(Table 1). 
TABLE 1: AGE OF RESPONDENT 
Age Group % 
18-34 36.6 
35-49 26.8 
50-64 22.8 
65 & Over 13.8 
100.0 
Total Sample Size (123) 
2. Sex and marital status of respondents. The total sample was not 
evenly divided between male and female respondents (Table 2). This is due to 
instruction given to the interviewers to talk first to the male head of the 
household. Most respondents (70.7 percent) were married (Table 3). 
3. 
TABLE 2: SEX OF RESPONDENT 
Male 
Female 
% 
58.5 
41. 5 
100.0 
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TABLE 3: MARITAL STATUS OF RESPONDENT 
Married 
Unmarried 
% 
70.7 
29.3 
100. 0 
Household composition of the respondent. The majority of the 
respondents (85.2%) lived in households where more than two persons lived in. 
In addition, 44.9% of the respondents lived in households where three or more 
persons lived in. 
TABLE 4: NUMBER OF PERSONS LIVING IN HOUSEHOLD 
Number % 
1 14.8 
2 30.3 
3 21. 3 
4 23.8 
5 · 6.6 
6 2.5 
7 .8 
100. 0 
4. Level of formal education of head of the household 
The majority of the respondents graduated from college or beyond (64.2%). 
TABLE 5: LEVEL OF EDUCATION OF HEAD OF HOUSEHOLD 
Level of Education 
High School or Less 
Technical Some College 
College Graduate or Beyond 
% 
13.8 
22.0 
64.2 
100.0 
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5. Household income. The median annual household income of our 
respondents was found to be $30,000-$49,000. Almost 30 percent reported an 
annual household income of over $50,000. 
TABLE 6: HOUSEHOLD INCOME 
Income % 
Under $15,000 3.7 
$15,000-$29,000 28.0 
$30,000-$49,000 38.3 
$50,000-$69,000 15.9 
$70,000-$99,000 5.6 
Over $100,000 8.4 
100.0 
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B. Vacation Travel Behavior 
This section describes past and intended visits to foreign destinations. 
The respondents were asked to report the frequency of their visit, the average 
time spent, time of the year vacation is normally taken, as well as 
composition of travel party, the organization of the foreign vacation trip, 
expenses, and the travel information sources used. Finally, specific 
destinations visited and intended to be visited, in the near or far future, 
are reported. 
1. Frequency of visits to overseas destinations 
The majority of the respondents (55.4%) have taken more than two vacation 
trips outside the United States within the last five years. Over a fifth of 
the respondents (22.3%) have taken four or more trips. (Table 7) 
TABLE 7: VACATION TRIPS TAKEN OUTSIDE THE USA IN THE LAST 5 YEARS 
Number of Trips 
None 
One 
Two 
Three 
Four 
More than 5 
Mean 2.11 
STD DEV 1.66 
% 
15.7 
28.9 
22.3 
10.7 
5.8 
16.5 
100.0 
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2. Average time spent on foreign vacation trip 
The average time spent on foreign vacation trips is about two weeks. About a 
third of the respondents (30.0%) spend more than 15 days abroad. (Table 8) 
TABLE 8: AVERAGE TIME SPENT ABROAD (DAYS) 
% 
7 days or less 30.0 
8-14 days 37.0 
15-29 days 22.0 
30 or more days 11.0 
100. 0 
Mean 2.14 
STD DEV 0.97 
3. Time of the year vacation is taken 
Respondents were asked in what months they usually take or plan to take 
their foreign vacation trips. Given three choices, at the first choice, 
respondents reported that foreign vacation trip is taken or planned to be 
taken in January followed by June, May or August. In their second choice, 
foreign vacation was reported to be taken or planned to be taken in February 
followed by July, August or June. In their third choice, the respondents 
reported that they take or plan to take their foreign vacation in March 
followed by August, September, and July. 
Two major seasonally clusters seem to appear from the findings: the · 
first is the Winter, after the holidays season during the months of January, 
February and March, and the se_cond in the summer during the months of June, 
July and August. Note that significant foreign vacation trips were not taken 
or planned to be taken during the Christmas holiday season. (Table 9). 
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TABLE 9: MONTH A FOREIGN VACATION IS USUALLY TAKEN OR PLANNED TO BE TAKEN 
First Second Third 
Month choice choice choice 
% % % 
January 18.5 
February .8 21.1 
March 7.6 1. 4 28.3 
April 10 .1 11. 3 2.2 
May 13.4 5.6 8.7 
June 17.6 12.7 
July 9.2 16.9 13.0 
August 11.8 16.9 19.6 
September 5.9 4.2 13.0 
October 2.5 4.2 2.2 
November 1.7 6.5 
December .8 5.6 6.5 
100.0 100. 0 100. 0 
4. Composition of Travel Party 
Most of the respondents (88. 5%) reported that they usually take their 
foreign vacation with their spouse. Few of the respondents travel with young 
children. There seems to be a trend to take more children on a foreign 
vacation as they grow older (Table 10). 
Just over half of the respondents (51.9%) reported that they went alone 
to a foreign vacation, while 25 percent reported that they have taken other 
family members with them (Table 10). 
* 
* TABLE 10: ACCOMPANYING MEMBERS OF FAMILY ON FOREIGN VACATION TRIPS 
Family Member % 
Spouse 88.5 
Children (Age): under 6 24.1 
6-9 22.5 
10-17 39.6 
18 and over 40.4 
Other family members 25.0 
None-go by myself 51. 9 
percentages may not add to 100% due to multiple responses. 
5. Organization of the foreign vacation trip 
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The majority of the respondents (74.0%) preferred to take an individual 
tour on their foreign vacation. Only 8.9% preferred to go on organized tour, 
and the rest had equal preference (Table 11). 
TABLE 11: PREFERENCE OF ORGANIZED VS INDIVIDUAL TOURS ON FOREIGN 
VACATION TRIPS 
Individual tours 
Organized tours 
Equal preference 
Preference 
% 
74.0 
8.9 
17.1 
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6. Expenses on foreign vacation trip. 
The average expenditure per person per foreign vacation trip is about 
$2,500. The majority of the respondents (61.2%) spend between $1,000 and 
$3,000 per person on a foreign vacation trip. Only 4.3% of the respondents 
reported that they spend more than $5,000 per person on a foreign vacation 
trip. (Table 12). 
TABLE 12: AVERAGE MONEY SPENT ON FOREIGN 
Amount Spent 
Less than $1000 
$1000 to less $2000 
$2000 to less than 
$3000 to less than 
$4000 to less than 
More than $5000 
Mean 
STD DEV 
2.31 
1.22 
7. Sources of travel information 
$3000 
$4000 
$5000 
VACATION TRIP (PER PERSON) 
% 
25.0 
42.2 
19.0 
7.8 
1.7 
4.3 
The majority of the respondents (56.9%) reported that they use the 
informational services of a travel agent when they plan the details of their 
foreign vacation, followed by information from friends and relatives (34.1%) 
and brochure and folders (23.6%). 
* 
* TABLE 13: TRAVEL INFORMATION SOURCES FOR FOREIGN VACATION 
Source of Information % 
1. Brochures, folders 23.6 
2. Travel Agents 56.9 
3. Friends or relatives 34.1 
4. Magazine articles 9.8 
5. Newspaper articles 8.9 
6. Library books 5.7 
7. Travel guide books 8.9 
8. Magazine advertising 4.9 
9. Newspaper advertising 8.1 
10. Radio advertising 2.4 
11. TV advertising 5.7 
12. Past visit in the destination 8.1 
13. Other 12.2 
percentages may not add up to 100% due to multiple responses. 
8. Travel Behavior 
13 
Only 8.1% of the respondents reported that they tried to appear different 
when they go on a foreign vacation (Table 14). Of those respondents who tried 
to appear different while vacationing abroad, 90% of the respondents tried to 
become "carefree, daring and adventurous" and the rest 10% tried to become 
"artistic and sensitive." Note that this question had a response rate of only 
10 subjects (Table 15). 
TABLE 14: "DID YOU TRY TO APPEAR DIFFERENT ON A FOREIGN VACATION?" 
No 
Yes 
% 
91.8 
8.2 
100.0 
TABLE 15: "WHAT KIND OF PERSON DID YOU TRY TO BECOME?" 
Carefree daring adventures 
Artistic sensitive 
% 
90.0 
10. 0 
100.0 
(N=l0) 
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9. Past and future intended vacations to specific foreign destinations 
Respondents were asked to indicate the places outside the USA that they 
had visited on vacation in the past five years, the places they plan to visit 
in the next two years, and those places that they would like to visit in the 
future. 
As can be seen from table 16, the most popular foreign destinations 
visited in the past five years were the Caribbean Islands (27.6%) followed by 
Canada (23.6%), Great Britain and Germany (22.8%) and France 22.0%). The most 
popular foreign destinations planned to be visited within the next two years 
were: Great Britain (21.1%), the Caribbean Islands (13.8%), Italy (13.0%), 
and France (10.6%). The most popular destinations that the resondents would 
like to visit in the future were: Great Britain (25.2%), Caribbean Islands 
and Australasia (19.5%), Japan (18.7%), and Canada (15.4%) (Table 16). 
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* TABLE 16: PAST AND FUTURE-INTENDED VISITS TO FOREIGN VACATION DESTINATIONS 
Have visited Plan to visit Would like to 
past 5 years next two years visit in the 
future 
% % % 
A. EUROPE 
Great Britain 22.8 21.1 25.2 
France 22.0 10.6 9.8 
Italy 13.8 13.0 5.7 
Gennany 22.8 8.1 7.3 
Spain 9.8 4.1 3.3 
Portugal 2.4 1. 6 0.8 
Netherlands 6.5 0.8 
Scandinavia 1.6 2.4 
Greece 7.3 4.1 2.4 
Ireland 7.3 4.1 2.4 
Russia 1. 6 
Yugoslavia 0.8 
Eastern Europe 4.1 2.4 
Other Europe 12.2 7.3 6.5 
B. MIDDLE EAST 
Israel 6.5 1.6 8.9 
Egypt 3.3 0.8 9.8 
Jordan 0.8 1.6 
Other, Middle East 2.4 3.3 
c. NORTH AFRICA 
Morocco 3.3 4.9 
Tunisia 0.8 0.8 
Algeria 0.8 
Other, North Africa 0.8 0.8 
D. AFRICA 
South Africa 1.6 0.8 2.4 
Other, Africa 0.8 
E. FAR EAST 
Japan 4.1 0.8 18.7 
Hong Kong 5.7 0.8 4.1 
Other 8.9 1.6 8.9 
F. SOUTH PACIFIC 
Australia 4.9 5.7 19.5 
New Zealand 2.4 0.8 3.3 
Other, South Pacific 3.3 0.8 3.3 
G. MEXICO 17.1 7.3 8.1 
H. CANADA 23.6 6.5 15.4 
I. CARRIBBEAN 27.6 13.8 19.5 
J. SOUTH AMERICA 7.3 4.9 3.3 
* 100% due to multiple percentages may not add to responses. 
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Morocco was visited by 3. 3% and would like to be visited by 4. 9% of the 
respondents. Since in 1984 2 million Floridians visited foreign destinations 
this figure represents a potential of 98,000 visitors to Morocco. 
C. Factors Affecting the Selection of Foreign Vacation trips. 
Respondents were asked to evaluate the importance of a list of factors 
when choosing a foreign vacation trip. Respondents rated factors on a 1 to 5 
scale, where "1" represented "not important" and "5" represented "very 
important." The rest of the categories represented relative importance 
between these two extremes. 
The results are shown in Table 17. As can be seen, the most important 
variables, when choosing a foreign vacation trip, are: "seeing beautiful 
scenery" (Mean=4.43) followed by "being physically safe" (mean=4.29), "stay in 
good and comfortable hotels" (mean=3. 85), and "visiting places of historical 
interests" (mean=3.82). 
The least important variables when choosing a foreign vacation trip are 
"participating in sports activities" (mean=2. 0) and "eat American type food" 
(mean=2.19). 
TABLE 17: FACTORS AFFECTING THE SELECTION 
OF FOREIGN VACATION TRIPS 
Factors 
1. Seeing beautiful scenery 
2. Being physically safe 
3. Stay in good and comfortable hotels 
4. Visiting places of historical interest 
5. Being able to communicate with the local people 
6. Exploring a new culture 
7. Doing things I can't normally do at home 
8. ~inding excitement and adventure 
9. Feeling at home and comfortable there 
10. Getting rest and relaxation 
11. Meeting interesting people 
12. Seek intellectual enrichment 
13. Enjoying native cultural activities 
14. Enjoying sun, water, sand 
15. Eat American type food 
16. Participating in sports activities 
Mean 
4.43 
4.29 
3.85 
3.82 
3.73 
3.71 
3.65 
3.62 
3.58 
3.52 
3.46 
3.44 
3.29 
3.08 
2.19 
2.00 
Standard 
Deviation 
• 77 
.97 
1. 24 
1.14 
.99 
1. 23 
1.21 
1.28 
1.16 
1. 36 
1.43 
1. 31 
1.15 
1.44 
1. 23 
1. 22 
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D. Familiarity with Morocco as a Foreign Vacation Destination 
The majority of the respondents (61. 0%) were "somewhat familiar" with 
Morocco. However, over a quarter of the respondents (26%) were unfamiliar 
with Morocco (Table 18). 
When asked in what continent Morocco is located, 18.7% of the respondents 
did not know, 20. 4% did not answer correctly, and the rest 61. 8% knew that 
Morocco is located in Africa (Table 19). 
When respondents were asked about the average flying time from Florida to 
Morocco, the average response was 10:40 hours. Note that 32.4% of the 
respondents estimated flying time of over 12 hours, and 15.3% estimated flying 
time of over 15 hours. The average estimated roundtrip airfare from Florida 
to Morocco was $1,048.50. Note that 19.5% of the respondents estimated a 
roundtrip airfare of over $1,500. 
Finally, when respondents were asked to estimate the cost of a two-week 
vacation in Morocco (including airfare), they estimated an average cost of 
$2818 per person. Note that 42.5% of the respondents estimated this cost to 
be $3,000 or more. 
TABLE 18: FAMILIARITY WITH MOROCCO 
Unfamiliar 
Somewhat familiar 
Very familiar 
Mean 1.87 
STD DEV 0.61 
% 
26.0 
61.0 
13.0 
100.0 
TABLE 19: "IN WHAT CONTINENT IS MOROCCO LOCATED?" 
% 
s. America 1. 6 
Europe 8.9 
Asia 8.9 
Africa 61.8 
Don't know 18.7 
100.0 
E. Perception of Morocco as a Foreign Vacation Destination 
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Respondents were asked to evaluate five characterists of Morocco as a 
vacation destination on an agreement-disagreement scale, where "1" represented 
the highest disagreement with a particular statement, and "5" the highest 
agreement. 
As can be seen from Table 20, the highest agreement was with the 
statement that "compared to other countries Morocco has real unique culture 
(mean=3.95). The highest disagreement was with the statement that "compared 
to other countries Morocco has unpleasant weather" (Mean=2.33). Note that 
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the statement ''compared to other countries, Morocco is an inexpensive 
destination to visit" received the highest "don't know" reply (16. 3%) of all 
statements. 
1. 
2. 
3. 
4. 
5. 
TABLE 20: "PERCEPTION OF MOROCCO AS A FOREIGN 
VACATION DESTINATION 
Perception 
Compared to other countries Morocco 
has real unique culture. 
Compared to other countries Morocco 
Mean 
3.95 
is an inexpensive destination to visit. 3.13 
Compared to other countries in Morocco 
it is more difficult to communicate 
in English. 3.09 
Compared to other countries Morocco is 
a dangerous place to visit. 2.75 
Compared to other countries Morocco 
has unpleasant weather. 2.33 
Standard 
Deviation 
.93 
.87 
.92 
.95 
.92 
F. Interest in going to Morocco and trip planning 
Respondents were asked how interested they might be in going to Morocco 
within the next 3 years. About 34% were fairly interested or very interested 
while the rest were not too interested or interested at all (Table 21). 
About 30% of the respondents talked to someone who has been to Morocco 
(Table 22). Of those respondents who talked to someone who has been to 
Morocco, 41.7% became more interested in visiting, 44.4% had no effect, and 
13.9% became less interested (Table 23). 
After the interview terminated, respondents were asked again how 
interested they would be in going to Morocco on vacation. Almost 30% said 
that they would be more interested, about 63% said that they felt the same, 
and the rest of the respondents were less interested (Table 24). 
TABLE 21: INTEREST IN GOING TO MOROCCO WITHIN THE NEXT 3 YEARS 
Not interested at all 
Not too interested 
Fairly interested 
Very interested 
Don't know 
% 
30.9 
34 .1 
21.1 
13.0 
.8 
100.0 
TABLE 22: TALKED TO SOMEONE WHO HAS BEEN TO MOROCCO? 
Yes 
No 
Don't know 
% 
30.1 
66.7 
3.3 
100.0 
TABLE 23: "HAS TALKING TO SOMEONE ABOUT MOROCCO MADE YOU MORE 
INTERESTED, LESS INTERESTED, OR HAD NO EFFECT?" 
Less interested 
No effect 
More interested 
% 
13.9 
44.4 
41.7 
100.0 
(N=36) 
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TABLE 24: POST INTERVIEW INTEREST IN GOING TO MOROCCO ON VACATION 
Less interested 
Feel the same 
More interested 
Mean 
STD DEV 
2.23 
0.56 
% 
6.8 
63.2 
29.9 
100. 0 
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Respondents were asked if they were to visit Morocco would they rather 
combine a trip to Morocco with visits to other countries or visit Morocco 
only. The majority of the respondents (74.6%) said that they would prefer 
combine the trip to Morocco with other countries (Table 25). 
Of those respondents who would prefer to combine a trip to Morocco with 
other countries, the countries selected were Europe in general (23%), Egypt 
( 15%), and Spain (13%) as a first choice; Greece (13%), France ( 13%), Italy 
(10%) Portugal ( 10%), and Spain ( 10%) as a second choice; and Spain ( 40%) 
Switzerland, France, and Tunisia (13%) as a third choice. 
TABLE 25: VISIT MOROCCO ONLY OR COMBINE WITH OTHER COUNTRIES? 
Visit Morocco only 
Combine with other countries 
Don't know 
% 
13.9 
74.6 
11. 5 
100.0 
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G. Printed Media Reading Patterns 
Respondents were asked what printed media they were reading. This was 
done in order to focus promotional campaigns in specific newspapers and 
magazines that past and potential foreign destination vacationers usually 
read. 
About a third of the respondents reported that they often read the travel 
section of their daily newspaper. An additional 23% said that they 
occasionally read this section (Table 26). When asked to report the magazines 
that they subscribe to, the majority reported TIME, followed by SOUTHERN 
LIVING, NATIONAL GEOGRAPHIC, NEWSWEEK AND SPORTS ILLUSTRATED. 
TABLE 26: "HOW OFTEN DO YOU READ THE TRAVEL SECTION IN DAILY NEWSPAPER?" 
Never 
Rarely 
Occasionally 
Often 
% 
19.5 
24.4 
22.8 
33.3 
100.0 
H. Predictors of the Level of Interest in Going to Morocco. 
A stepwise multiple regression was conducted to determine what factors 
affect respondents' interest in going to Morocco within the next three years. 
The level of interest in going to Morocco was predicted to be accounted for by 
vacation behavior variables, determinants of choice of a foreign destination 
vacation trip, familiarity and perception of Morocco as a foreign vacation 
destination, as well as the respondents' demographic variables. 
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The results (Table 27) indicate that five variables significantly 
predicted respondents' level of interest in going to Morocco. 
More specifically it was found that respondents's interest in visiting 
Morocco is positively associated with their desire to do things at the 
destination that they can not do at home; their perceptions of -Morocco as a 
non dangerous place to visit; their wish to explore new cultures and meet 
interesting people and the number of persons in their houshold. 
Those respondents who wish to do different things at the destination than 
the ones they do at home, perceive Morocco as a non dangerous place to visit, 
are interested in exploring new clutures, are interested in meeting 
interesting people have a larger number of people in their household, are more 
interested in visiting Morocco than the ones who do not have the above 
characterists. The above five variables accounted for 57% of the variance in 
the overall level of interest in visiting Morocco. 
TABLE 27 
MULTIPLE REGRESSION OF LEVEL OF INTEREST IN GOING TO MOROCCO 
ON SPECIFIC ATTITUDES AND DEMOGRAPHIC CHARACTERISTICS 
Standardized 
Regression 
Variable Coefficient 
Doing things can't .25 
normally do at home 
Morocco is a dangerous .36 
place to visit 
Exploring a new culture .31 
Meeting interesting people .30 
Number of persons in .22 
household 
N=l23 
R Square .57 
*p<.001 
F 
* 14.6 
12.28 
13.18 
12.60 
11. 77 
Zero Order 
Correlation 
Coefficient 
.33 
* 
-.26 
* • 25 
* 
.29 
* 
.28 
R Square 
Change 
.23 
.11 
.12 
.06 
.05 
IV SUMMARY AND CONCLUSIONS 
A. Demographic profile of the past and potential foreign destination 
visitors 
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Most past and potential foreign destination visitors are families, from 
which a majority is under 50 years of age. These respondents lived in 
households occupied by more than two people and had a college level education: 
The majority reported an annual household income of over $30,000. 
B. Vacation Travel Behavior 
Most respondents have taken more than two vacation trips abroad within 
the last five years; the average time spent abroad on such a trip was about 
two weeks. 
Respondents also reported two major seasons in which they usually take or 
plan to take their foreign vacation: the post-Christmas winter season: 
January to March, and the summer season during the months of June to August. 
Most respondents travel with their spouses. Few travel with children or 
with other members of family. 
The majority of the respondents preferred to take their foreign vacation 
on an individual tour basis, and spend about $2,500 per person on such a 
foreign vacation. The most common source of travel information when planning 
a vacation abroad was travel agents, followed by friends and relatives and 
brochures and folders. 
The most popular destinations -past or future- were found to be: the 
Caribbean Islands, Canada, and Great Britain. Far away destinations such as 
Japan and Australasia seem to be popular as future foreign vacation 
destinations only. 
C. Factors affecting the selection of foreign vacation trips. 
The most important variables that influence the choice of a foreign 
vacation trip were found to be: beautiful scenery, physical safety, 
availability of quality accommodations, and availability of places of 
historical interests. The least important variables were participation in 
sports activities, and availability of American type foods. 
D. Familiarity with Morocco as a foreign vacation destination 
The majority of the respondents were "somewhat familiar" with Morocco and 
knew in what continent Morocco is located. The average estimated flying time 
from Florida to Morocco was higher than actual and the roundtrip airfare was 
estimated to be 20% above actual. The average cost of a two-week vacation in 
Morocco (including airfare) was estimated at 30-40% above actual: 
E. Perception of Morocco as a foreign vacation destination 
Respondents perceived Morocco to have a real unique culture and not to 
have unpleasant weather. They neither agreed nor disagreed with the statement 
that "Morocco is a dangerous place to visit" and a relatively large proportion 
didn't know whether Morocco is an inexpensive destination. 
F. Interest in going to Morocco and trip planning 
About one third of the respondents were fairly interested in going to 
Morocco within the next 3 years. In actual numbers this figure represents a 
potential of 680,000 Floridians. Of those respondents who talked to someone 
who has been to Morocco, almost half became more interested in going there. 
G. Printed Media Reading Patterns 
The majority of the respondents read the travel section in their daily 
newspaper. The most popular magazines read are: TIME, SOUTHERN LIVING, 
NATIONAL GEOGRAPHIC, NEWSWEEK, and SPORTS ILLUSTRATED. 
H. Predictors of level of interest in going to Morocco 
This study identified five factors that predict reasonably well 
respondents' interest to visit Morocco within the next three years. Three of 
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these factors relate to travel behavior abroad: "doing things one can't 
normally do at home," "exploring new cultures" and "meeting interesting 
people." One factor was concerned with the perception of Morocco: "Morocco 
is a dangerous place to visit," and finally, one demographic factor: the 
number of persons living in the respondent's household. 
